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A variety of definitions have been suggested for the concept of marketing in education. 
Marketing education, like marketing practice, is dynamic. It must continually involve in 
such manner as to accommodate and satisfy a variety of interests including government, 
business and industry as well as student. At the same times, there is a growing recognition 
of the need to move towards lifelong learning, specifically that which focuses on informal 
and non-formal learning by adult. The purpose of this article is to provide point of view for 
discussion of an understanding of lifelong learning as part of everyday life, and in the 
perspective of strategic marketing education.  
 
The Knowledge Economy 
The Malaysian government is focusing on producing large scale amount of k-workers in order to 
be globally competitive. At the same time, the same agenda is also becoming the highlight of 
industrial organization, in order to activate industrial production and competing locally and 
globally (Mohd Yusop, 2009). The engagement of learners is at the heart of government’s agenda 
for establishing a knowledge-driven society and a sustainable culture of lifelong learning. 
Lifelong learning tends towards the position of an emergent construct rather than a specific 
policy. It unites different stakeholders in a response to current challenges and shifts in both 
education and employability (Leader, 2003). According to Peterson et al. (1979) lifelong learning 
offers the vision of a learning order that engages individuals and forges a synthesis that will 
advance the benefits of learning communities. According to Leader (2003), states that central to 
the literature on lifelong learning is the relationship between education and the economy. Against 
the background of “Knowledge economy”, this overview seeks to contextualize policy 
implication for shaping a lifelong learning paradigm and pedagogy appropriate to new learning 
organizations and different employment structures. 
What is lifelong learning? 
What is lifelong learning? Simply put, lifelong learning is a variety of learning processes 
throughout life that transform experiences into knowledge, skills and attitudes. It happens 
automatically with various degrees of success. Lifelong learning should be understood as the 
expression and fulfillment of the naturally-occurring curiosity that is found in healthy human 
beings. It occurs inevitably as it is the process by which past experiences are integrated to 
respond to unfolding possibilities in the present and future. In other words, lifelong learning is as 
old as the human race itself. For the hunter and gatherer in ancient times, living by his or her wits 
was lifelong learning. Today, lifelong learning is manifested in myriad variations such as 






Forms of Lifelong Learning 
Every individual is a member of some kind of community and participates in learning within that 
community. Lifelong learning opportunities exist in three distinct forms – formal, non-formal and 
informal. Formal learning opportunities are provided by institutions such as schools and colleges 
and usually result in credentials such as diplomas, certificates or degrees. The responsibility for 
providing this form of learning is usually shouldered by the state or government.  The current 
campaign on lifelong learning in Malaysia more concerned with providing opportunities for non-
formal learning which refers to learning in organisations and agencies where the provision of 
learning opportunities is a secondary function.  Religious institutions, health institutions, business 
and industry human resource development programmes, libraries, museums and a plethora of 
other agencies are examples of such providers.  Lastly, there is informal learning which 
encompasses the vast majority of learning that takes place within a community.  Characterised by 
interaction between human and media or material resources, informal learning opportunities are 
available from family and friends, books and forms of mass media such as newspapers, television 
and radio broadcasts.  
Why Lifelong Learning Is Considered Important in Today’s Business Environment?  
If there is anything that is steadfast and unchanging, it is the change itself. Change will always 
occur. It's inevitable. Whether the change is a positive or negative, one depends on accumulated 
knowledge and wisdom to apply that knowledge appropriately. We, as a society must adopt the 
mentality that learning is forever, if we wish for the stability and long-term survivability of 
human existence as we would hope for it to be. The same mentality applies in the business sector. 
Businesses must respond to the positive and negative internal and external driving forces which 
are constantly in flux. For growth to occur, there must be change. Sometimes positive change 
comes through the ability to analyze through simplicity of thought events that have occurred and 
their consequences both good and bad. As a result, the object is to pick the best practice and 
promote succession of successful outcomes through the development of appropriate methodology 
in an effort the achieve company goals and objectives. Nothing can grow without change, and 
positive change cannot occur without the acquisition of knowledge through learning. Now some 
of the changes that businesses must be cognizant of, learn about, and respond to are as follows. 
Internal Driving Forces - changes in:  
• Internal political events  
• Corporate culture and sub-cultures  
• Internal technological capacity  
• Employee proficiency, efficiency, and productivity  
• Financial stability  
• Professional development  
• Human resources  
• Appropriate communications  
 
External Driving Forces - changes in:  
• Political environment  
• Economic environment  
• Social and/or cultural environment  
• Technological environment  
• Demographic changes  




The above are just some issues to be addressed by a business whether large or small. Still, the 
point is: Nothing positive can be realized without the willingness to continually learn and apply 
that accumulated knowledge appropriately, strategically, and tactfully for the overall benefit of 
the business, its employees, and the customers in whom they supply and service.  
 
Educational Marketing: Principles and Reality 
 
The issue of educational marketing has been receiving increasing attention in recent years. More 
and more researchers have explored marketing mechanisms and consumer behaviour within 
compulsory education (Foskett, 1998; James and Phillips, 1995) and higher education institutions 
(Kotler and Fox, 1995). Prescriptive-like models originating chiefly in the non-education 
literature have been proposed as guidelines for marketing, promoting and advertising the 
educational institution to its market targets (Gray, 1991; Kotler and Fox, 1995), on one hand. On 
the other hand, research-based reports have explored marketing perceptions of school principals 
and teachers and documented the promotion activities taking place in primary and secondary 
schools (James and Phillips, 1995).  A variety of definitions have been suggested for the concept 
of marketing in education that were similar, by and  large, to the definitions and 
conceptualizations of marketing in the context of business and service sector  companies. A 
comprehensive definition of educational marketing is suggested by Kotler and Fox (1995, p. 6), 
who defined marketing as “the analysis, planning, implementation and control of carefully 
formulated programs designed to bring about voluntary exchanges of values with a target market 
to achieve organizational objectives.”  A slightly different definition was proposed by Pardey 
(1991, p. 12), who argued that marketing is “the process which enables client needs to be 
identified, anticipated and satisfied, in order that the institution’s objectives can  be achieved.” It 
follows that educational marketing is an indispensable managerial function without which the 
educational organisation could not survive in its current competitive environment, on the grounds 
that it is not enough for an organisation to be effective; it also needs to convey an effective image 
for parents and stakeholders. Marketing is considered to be a holistic management process 
(Foskett, 2002) aimed at improving  effectiveness through the satisfaction of parents’ needs and 
desires rather than just mere selling of products and  services or persuasion of clients to buy a 
specific educational programme. In other words, marketing is another managerial philosophy 
based on the ideal relationships between the educational provider and its community. It 
encourages educational organisations to follow several major stages: 
 
• Marketing research and analysis of the environment; 
• Formulating a marketing plan and strategy; 
• Implementing the marketing mix; and 
• Evaluating the marketing process (Foskett, 2002; Kotler and Fox, 1995; Pardey, 1991). 
 
Promoting Lifelong Learning 
 
In order to promote lifelong learning, both educational institute and enterprises should work 
together. Educational institutions or lifelong learning institutes should cater the needs of 
enterprise by implementing these approaches: 
 
• understanding the strategic approach to competence development; 
• analyzing training and education needs to assist enterprises; 




• Provide lifelong learning counseling;  
• Distribute education in different modes – especially new educational technologies; 
• Collaborate with working adults; 
• Understand the interaction between operational and strategic capabilities; 
• Create, identify, and use common accrediting principles, 
• Develop quality, customer-focused, cost-effective educational services; 
• Work together with industry to meet the changing demands of the environment. 
 
Universities should collaborate to develop study programs for academia wishing to provide 
lifelong learning for working adults. These programs should be supported to enhance lifelong 
learning. Companies should recognize competence as a basic component of business and a 
necessity for developing the strategic capabilities of their employees. Employees need guidance 
to determine their position within the workplace, as well as their educational requirements to 
achieve that aimed position. Company managers have new roles as mentors and coaches for their 




Whether a lifelong learning campaign for adults is aimed at personal, community or national 
development, it is expedient to organise programmes or activities that are community-based. This 
approach has the potential to influence individuals, groups and communities in the way they live, 
inform and educate themselves. Community-based adult education, as part and parcel of the 
lifelong learning movement, is a process whereby community members can identify their own 
problems and needs, seek solutions among themselves, mobilise the necessary resources and 
execute a plan of action or learning. The community is seen as both agent and objective. Learning 
is the process and leaders, political or otherwise, are the facilitators or initiators in inducing 
change for the better. Before delving deeper into community-based learning pro-grammes, it is 
necessary to clarify the term “community”. Community is a very amorphous word. In a broad 
sense, it is taken to mean a group of people with a common location, common interests or social 
interaction. The concept of community is multi-dimensional in scope and perspective. 
Communities are diverse entities and can be defined as groups of people connected by 
geographical, political, demo-graphic, cultural, social, psycho-logical, economic or environmental 
elements. Thus, a nation may be seen as a mega community with smaller geographic communities 
such as rural and urban communities. Then, there are communities of neighbourhoods, 
communities of leisure interest groups, religious beliefs and affiliations, communities of functions 
like professors, doctors, workers, and demographic communities such as the Malaysian Chinese 
community or senior citizen community, bound by characteristics such as race, gender and age. In 
this context, community-based lifelong learning is an approach capable of solving diverse social 
problems and meeting specific common needs within these communities. Such learning networks 
would bring people together on the basis of shared enthusiasm and interests in a deliberate and 
efficient way and strengthen the connection between individual growth, community and national 
development. In planning and implementing a lifelong learning campaign, other than identifying 
the communities for which programmes and activities should be organised, the aims and purposes 
of such community-based efforts must be clearly defined. These could be linked to broad national 
development goals or specific community needs such as career training, skills upgrading, 
environmental concerns, basic education and literacy, public policies or community interests. The 
deliberate effort of the Malaysian government to re-train unemployed graduates is such an 
example. However, for such programmes to succeed, active participation of community members 
is paramount and certain conditions of participation must be present – freedom to participate, 
ability to participate and willingness to participate. 
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Challenges for Lifelong Learning 
 
Ensuring all citizenry has the freedom, ability and willingness to participate is a challenge in 
itself. If learning is to be lifelong, a lifelong learning culture must be instilled. This requires a 
shift in our mindset from the fundamental unit of education in organised learning institutions to 
the learner as an intelligent agent with the potential to learn from any and all of his/her encounters 
in the world around him/her. A campaign can provide learning opportunities but the outcome is 
more contingent upon the learners’ attitudes and mindsets. Attempts at creating a culture of 
lifelong learning will not have a fair chance of success until preparation is made for it during the 
years of adolescence in schools. People must acquire the skill to learn how to learn at an early age 
– the ability to identify learning needs, formulate learning objectives, locate and identify 
resources and strategies to accomplish objectives, carry out planned learning, and evaluate 
learning outcomes. In other words, learners must be equipped with the ability and skill of how, 
what, why, when and where to learn. Therefore, formal education in schools should not be merely 
about the acquisition of knowledge but should also be about developing the mind and acquiring 
lifelong learning skills. The challenge is – how do we reshape the school curriculum to give 
adequate attention to this aspect of education? Economic, social and cultural changes mean that 
we now live in a knowledge society that requires permanent learning. We must come to regard 
day-to-day learning as routine. We should take part in organised learning throughout our lives, 
whether for personal or professional development. Non-formal learning should permeate our 
daily lives. In short, we must rely less on traditional institutions and become more self-directed in 
learning. The challenge is – how do we effectively bring about a learning culture in our citizenry 
to shift the responsibility for active and deliberate learning to individuals? In the next century, 
learning outside of schools will count more in view of the rapid rate at which knowledge and 
skills acquired through formal learning becomes obsolete. Lifelong learning is necessary for 
upgrading skills and knowledge for career advancement as jobs go through rapid transformation 
in a high-tech, knowledge-based society. Re-tooling the workforce is also a necessity if Malaysia 
is to remain competitive. How do we affect the shift from over-dependence on traditional 
classrooms to “learning centres” and intensive use of technology as in distance and web-based 
learning? How do we shift the respon-sibility for developing learning opportunities from the 
government to employers? The Human Resource Development Fund (HRDF) policy is one way 
but are there other ways? We must also take cognisance of the fact that lifelong learning can 
become a mechanism for exclusion. It can create new and powerful inequalities between the 
haves and have-nots. There are issues around access to knowledge and learning. At a more 
fundamental level, literacy (The 3R’s and IT literacy) plays a part in exclusion because it 
provides the framework and some of the tools with which a person may use to engage in this 
pursuit. Those with the lowest levels of skills or formal education and the weakest capacity for 
constant updating are less likely to find employment. So, the challenge when planning or 
implementing lifelong learning campaigns is: “Can we identify disadvantaged communities to 




The issues involved in promoting lifelong learning nationwide are pervasive and systemic. The 
challenges seem daunting and the solutions to problems hardly simple. However, to propel 
Malaysia into the league of developed nations and knowledge-based economies, these challenges 
must be met. All stakeholders in the communities, the education enterprise and the government 
must have the vision and commitment to make the necessary paradigm shift to prepare for the 
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